After many years, General Electric continues to have an advantaged position in attracting new customers, investors, and partners, and recruiting top candidates for employment (BusinessWeek 2009) . Well-managed brands such as GE differentiate by promising and delivering value to customers and stakeholders. But, while brands develop slowly, they quickly erode if violated. Exxon Mobil's reputation has still not fully recovered from the Valdez oil spill disaster and management's perceived arrogance. While Shell and BP are among the best 100 global brands, Exxon
Mobil is absent despite stronger performance (BusinessWeek 2009).
As companies have brands, so do teams and individuals. This brief paper offers practical guidance to HR leaders and their teams on identifying their HR brand, assessing its clarity and quality, aligning practices, and making it stick. It is based on our consulting and executive educational work with a wide variety of global clients including AXA, British Airways, Deutsche Post / DHL, Duke Energy®, Getronics/KPN, Glaxo Smith Kline, ING, A.P. MollerMaersk, Mars, Nokia, Novartis, PepsiCo, Pfizer, Procter and Gamble, Teva Pharmaceuticals, Takeda Pharmaceuticals, Wal-Mart, and others.
HR Has A Brand
If a well-tended brand promises and delivers value, the starting point is clarity of ambition. At The RBL Group, we call this "unity of identity," the consistent experience we provide our business partners and stakeholders (Ulrich and Smallwood 2007) . Stated differently, how do we want to be known? For example, the Mars HR ambition is to be the "co-pilot" (with finance) to the business head; PepsiCo HR brands itself similarly. Nokia HR defines its role as a strategy partner, while Microsoft HR promises to attract and develop superior talent, and Goldman Sachs emphasizes outstanding execution. By contrast, when the ambition of HR to create value is not clear, or HR doesn't align ambition with action, or HR leaders feel powerless to enact their ambition, HR typically defaults into administrative, operational work. Not surprisingly, when HR cannot articulate how it adds significant value, or do so, it becomes a candidate for downsizing or outsourcing.
Elements of a Strong HR Brand
Our work with these and other companies points out that growing a powerful HR brand depends on four factors: ambition, agility, agency, and alignment (thanks also to RBL Partner and University of Michigan professor Dave Ulrich for advice on this framework). Ambition is clarity of vision and purpose, and its congruence with the needs of the business. Agility is the competence and skill of the HR team to execute the ambition. Agency reflects line management support for HR's ambition. Lastly, alignment refers to how well HR processes and measures actualize the brand. The survey in Table 1 offers a quick test of HR brand efficacy.
How Well-Defined is the HR Brand?
In assessing your HR brand, the following considerations are helpful: 
Making it Stick
There are several things an HR leader or leadership team can do to more fully deliver the HR brand: 
Aligning the HR Brand
HR is a department in transition from administrative utility to business partner. Creating greater value for the business starts with a clear point of view-a well-defined and communicated ambition-of how HR will contribute. That point of view should begin with an "outside-in" perspective on the business strategy and what it means for customer growth and satisfaction. When the HR brand is aligned with investment and action, HR plays a critical role in organizational capability and performance. 
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Ambition
The business strategy Hr must support is clear and compelling.
The Hr brand statement is explicit in describing how Hr creates value for customers and other stakeholders.
There is unified Hr leadership support for our brand.
Hr professionals are actively involved in developing and enacting the brand.
There are clear standards of performance aligned with the brand.
The people we attract, hire, and retain are a good fit with our brand.
Hr professionals are assessed, coached, and rewarded based on their performance in delivering the brand.
Hr professionals receive the developmental support they need to meet the requirements of the brand.
Line management understands and supports Hr's brand intention.
Line managers make time and resources available for Hr to deliver the brand.
Hr is well-positioned in the larger organization to deliver the brand.
Hr takes an outside-in (e.g., customer and stakeholder) perspective in developing Hr priorities.
The way Hr is organized supports delivery of the brand to business partners.
Hr systems and processes facilitate brand consistent performance.
we measure the right things to assess our brand performance.
we continuously work on improving Hr brand performance. It is important that you begin work on your HR brand immediatley. Use this paper to build and implement your plan.
You have a significant opportunity to improve HR brand contribution through a focused and well-organized effort. See related offerings.
To view RBL offerings related to the content of this paper, click below.
Send us an email. Send us your thoughts or questions regarding the content of this paper.
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